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Abstract
Architecture evolved from a need for shelter to an experience for everyone to
enjoy. Hotel chains, owners, employees and other industry experts realize that the static
image they present does not appeal to a younger generation. Since the markets are
changing to a younger generation, hotels are racing to meet demands.
The purpose of this research was to analyze the impact that design and style have
on the overall patron experience, likelihood to recommend, likelihood to return to the
particular hotel, and the influence the stay had on the hotel brand. Conclusions have been
formulated using several regression analyses, and a Pearson correlation. Results indicate
that overall experience, intent to recommend and intent to return are influenced by
television quality. An additional factor affecting the intent to recommend is the quality of
carpet, drapes and bedspreads. Regression analyses show a significant relationship
between the intent to return and the quietness of the room as well as the affect of lobby
appearance on the hotel brand.
Based on this analysis, several recommendations were offered. The Holiday Inn
Express needs to explore new methods to increase television scores. Adding DVD/ VCR
players, pay-per-view movies, and expanding television programming could increase
scores. To address carpet, drapes and bedspreads scores, new colors, patterns and fabrics
should be considered to update the hotel. New insulation, thicker padding, and nailing
down loose floor-boards, would decrease the noise within the hotel. Finally, the lobby
appearance would be improved by rearranging the furniture, focusing on a new central
point, and adding new colors and artwork.
Chapter 1
Introduction & Statement of Study
By using different layout and design elements, Architects mold guest experiences.
The experience begins even before a patron steps into a hotel. From the size of the
building to the color of the carpet, the smallest details can influence guest opinions and
whether or not a guest will return to an establishment. This study explores hotel
architecture and the impact it has on a guest's experience.
Background on Architecture
Architecture is the art and science of designing and erecting buildings, and can
always be seen. The concept ofArchitecture has affected people and society for centuries
through buildings and landscaping.
Architecture existed before recorded history. One example is with the building of
England's Stonehenge. The level of engineering needed to transport, shape, raise, and
position the stones was beyond its time (Howells, 2000, pp. 90). It has been a tourist
attraction of spiritual importance for nearly 3,000 years. Designed to capture the sun's
position in the sky, Stonehenge is the most famous megalithic monument in Europe
(Field, 2003, pp. 13).The impact Stonehenge has on a visitor will last a lifetime. The
Great Pyramids in Giza, Egypt have a similar effect. Dating back to the
25th
century BC,
the pyramids were constructed with limestone and granite (Howells, pp. 222). They were
built to house the bodies ofpharaohs and have become an inspiration for other designs.
The period of Byzantine, Early Christian and Medieval Architecture, changed
trends not by building massive structures but by restoring and remodeling churches. This
style became the official architecture of the Church. Byzantine style is based on a Greek
floor plan, with a single large dome crowning the center and smaller domes surrounding
four equal arms of the Greek cross plan (Howells, pp. 249). From 550 to 1200AD
Romanesque style evolved in Europe through the addition of rounded arches to an
already changing Architectural environment. Unlike Byzantine style, Romanesque
contains elements that are integral to the structure itself.
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In the 12 century, St. Denis Cathedral became the model for French cathedrals
during the Gothic era. Gothic is a medieval Architectural style that developed from
Romanesque forms. It features pointed arches, ribbed vaulting, flying buttresses, great
height, and light as its main design elements (Howells, pp. 250). The "age of
awakening"
or Renaissance period from 1400 to 1600 in Italy, France, and England saw the
construction of the Louvre Museum and the Sistine Chapel. Although it began as a small
fort, The Louvre is now one of the world's greatest art museums. The Louvre houses
paintings such as theMona Lisa and Victory of Samothrace (Field, pp. 146).
Between 1600 and 1700, Baroque, a new style known for its dramatic irregular
shaped churches arose. One of the most famous creations of this style is the Taj Mahal in
Agra. Different cultures, architectural styles and traditions have caused the Taj Mahal to
be what many feel is the world's most beautiful building.
Georgian Architecture arose in America in the
18th
century. Georgian style was
relatively homogeneous
fromMaine through the southern states. Homes of this style have
square symmetrical shapes, paired chimneys, medium pitched roofs, and minimal roof
overhang. Neoclassical Architecture gave us some of the most famous structures built in
the United States. During this period, theWhite House, Pentagon, United States Capitol,
Jefferson'sMonticello,Mount Vernon, and Statue ofLibertywere all erected.
Unlike Georgian design, Greek style could be seen throughout the nation making
it the first true American style. Greek Revival dominated American Architecture from
1818 to 1850, sparking a passion for antiquity. This style consists of homes with
pedimented gable, symmetrical shape, heavy cornice, wide, plain frieze, and bold, simple
moldings. Moving from Greek Rival into the Victorian age meant industrialization
influenced innovations ofArchitecture. Builders borrowed ideas from different styles and
eras blending them into one. The Eiffel Tower is a result of this new age.
The Arts and Crafts movement which started in 1860, fashioned homes with low-
pitched roofs, wide eaves with exposed roof rafters, decorative braces, porches with
square columns, built-in cabinets, shelves, and seating. These buildings can still be found
in parts of the United States. The Roycroft in East Aurora, New York is an example. Art
Nouveau or "new
style,"
arose at the end of the 1
8th
century. This unique trend rejected
historical influences by using fabrics and graphic design with asymmetrical shapes.
Arches and decorative surfaces carved with plant-like designs were typical. Influenced by
the Arts and Craft movement, Art Nouveau had its greatest followings in France, Spain,
and Belgium.
Art Deco was the first style of the
20th
century. Art Deco features zigzag patterns
with dramatic vertical and sleek lines and geometries. Art Deco is still popular in Europe
as well as in places in the United States like Miami, Florida. Its inspiration is eclectic,
drawing on Ancient Egyptian, Meso-American, and Aztec architecture (Howells, pp.
248). Radio City Music Hall, the Chrysler building, the Empire State Building, RCA
buildings at Rockefeller Center and New York Daily News building were all constructed
during this period. The Empire State Building, erected at the beginning of the Great
Depression, acquired immediate and lasting fame based solely on its size (Field, pp. 382).
Modernism developed first in the United States and Europe and then spread to the
rest of the world. It expresses the spirit of new age and surpasses the styles, materials,
and technologies of earlier architecture ("Modem
Architecture,"
2005). Designs created
during Modernism were Grand Central Station in New York City, the Guggenheim
Museum, World Trade Center and Sydney Opera House. Another example of this
movement, the Sydney Opera House, has become iconic for Australia. New techniques
were developed in order for the opera house to be able to stand. Unique designs caused
many set backs and technical difficulties which almost caused the opera house to become
an unfinished sculpture (Howells, pp. 168). Finished, Sydney's Opera House is
considered the eighth wonder of the world.
First introduced in 1950, the Postmodern movement is the Architecture style of
today. Postmodern Architecture has been described as "neo-eclectic", where reference
and ornament have returned to the facade, replacing the aggressively unornamented
modern styles ("Postmodern
Architecture,"
2005). The AT&T building, Las Vegas Strip,
and Guggenheim Museum in Spain are expressed in Postmodern design. The Bilbao
Guggenheim could not have been possible without the use of technology and designer
Frank Gehry, a popular Modern Architect. Looking like a gigantic piece of abstract
sculpture, it reinvented the run down city.
As time passes, people's ideas and design concepts grow. Views of art change
creating new Architectural trends. New experiences create different influences. Traveling
to the Great Pyramids, St. Denis, The Louvre or Empire State Building will never give an
individual the same experience twice.
Architects are a commodity. A good Architect makes your property financially
sound, whereas a bad Architect can bankrupt one. With the right experience and
knowledge of the service industry, an Architect can maximize all the design elements
necessary to create an environment where guests feel relaxed, calm, comfortable and
wanted. For example, Modern Architects like Frank LloydWright and Le Corbusier, who
created the Guggenheim and Chapel of Notre Dame du Haut, Ronchamp, could have
renovated a deserted, run down property and transformed it into an amazing tourist
destination. Israeli Moshe Safdie, Architect of the Habitat in Montreal, Yad Vashem
Holocaust Museum in Israel and more recently, the Renaissance Center in Rochester,
New York is a visionary mind who has the potential to transform downtown Rochester,
New York. The $230 million dollar project that includes a college campus, arts center,
and bus terminal, will become "a synergy that can be
fantastic"
said Safdie (Craig, 2005,
pp. 1A). Bringing different components together will create a feeling of harmonic
convergence to the downtown area. The edition to Rochester will revitalize and influence
visitors to explore the city's many wonders.
Landscaping is a field of Architecture, when well designed, can welcome its
people. Frederick Law Olmstead, the father ofAmerican landscape, and the designer of
New York City's Central Park, Rochester, New York's Park System, and the United
States Capitol grounds proves that even the outdoors can be a tool of an Architect.
Outside appearance is the first thing a guest sees. The fallacy of judging a book by its
cover can be a valuable tool for both an Architect and owner since it sets the tone for the
rest of the stay. An attractive outside does not necessarily indicate an eye-catching inside.
Architects can use these preconceived ideas to there benefit.
Like most industries Architecture has experienced changes over the years.
Architecture influences people just as people influence architecture. Although,
Architecture was initially a response to the need for shelter, today it captures the human
spirit more strongly with the breakthroughs of engineering and technology. Many
buildings of the service industry consist of a dull front lobbies, and enclosed musty
rooms, but today's trends are causing this to change. Travelers are moving to hotels that
appeal to their tastes. Guests are staying in places that separate work from play and that
reason a new exciting experience each time. Hotels are racing to change with trends and
meet the current demands of today's younger guests.
Purpose
The purpose of this research is to analyze the impact that design and style have on
the overall patron experience, likelihood to recommend and return to the particular hotel
and the influence the stay had on the brand.
Problem
Hotel chains, owners, employees and other industry experts realize that the static
image they present in a hotel does not appeal to a younger generation.
Hypothesis
The design of a building whether it is the exterior structure or interior decor
manipulates guest experiences.
Definition ofTerms
Cornice Uppermost section ofmolding.
Eaves The edge of the roofing usually projecting beyond the side of the
building.
Frieze The horizontal band which runs above doorways, windows, or
below the cornice.
Flying Buttresses An arched masonry support serving to bear thrust, as from
a roofor vault, away from a main structure to an outer pier or
buttress. Also called arc-boutant.
GoldenMean A ratio based on phi (1.6 1 803 . . . ) derivedwith a number of
geometric constructions each ofwhich divides a line segment at
the unique point where: the ratio of the whole line (A) to the large
segment (B) is the same as the ratio of the large segment (B) to the
small segment (C). In other words, A is to B as B is to C ("The
Golden
Section,"
2005). GoldenMean is a simple tool that may be
used to enhance the meaning and beauty of an architectural work.
Pediment A wide, low-pitched gable surmounting the facade of a building in
the Grecian style.




Fresh design elements cause a higher satisfaction in younger generations. A new
generation of traveler with new needs and tastes are emerging since aging baby boomers
travel less frequently. Focusing on the economic shift, Architects are designing and
remodeling hotels geared toward Generation X.
Baby Boomers
Born between 1946 and 1964, Baby Boomers have been the trend setters in years
past. Approximately, 28 percent or 76 million Americans in the United States are
anywhere from 40 to 58 years old (Ettenberg, 2002, pp. 52). The generation known for
their savvy brand loyalty is now leaving the market. An emerging focus on saving and
investing has caused hotels to change in order to meet the demands of the new
population.
Generation X
Dictating the current travel trends are a less brand loyal group, Generation X. This
group is unlike their predecessors in many ways. Generation X has different demands for
style, ambience, and internet service (De Lollis, 2005, pp. BI). More aware of design,
these 28 to 40 year olds want a customized travel experience that satisfies unique needs
(Haywood, 2005a, pp. 36). Table LO shows the basics of a Generation X traveler.
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Table 1.0 Anatomy of the Generation X Traveler
Heavy emphasis on technology, which translate into Wi-Fi in
guestrooms and publics areas, music, and entertainment
Seek unique and adventure-oriented experiences and is willing to pay
significantly more for hotels that satisfy this need
Will not tolerate being nickel and dimed. They do not expect to pay for
services such as Wi-Fi, which it considers a standard everyday
necessity
Aversion to anonymity ofbig box, cookie cutter hotels
Tends to be casual and gregarious
Less brand loyal
Employs the Internet as chief means of finding and booking their hotel
stays
Draws a distinction between work and play and likes a room that
separates the two
Source: Haywood, P. (2005 April).Gen X ByDesign. LodgingMagazine, 34
Generation X demands several characteristics from a hotel. Travelers want central
gathering areas, stone, wood, glass decor and in-room flat screen televisions (Haywood,
pp. 34). These elements are representative of two Generation X traits; "questing"- a
desire for new experiences, adventure and
"connecting"- with friends, business
colleagues, and even hotel acquaintances. Instead of the normal beige wallpaper, travelers
are embracing new colors and excitement.
Baby Boomer to Generation X Service Industry
Architects and designers are working to marry good design, with proper durability
requirements and budget constraints at both the boutique and major chain hotels
(Matejka, 2004, pp. 30). Hotel chains cannot change their static image rapidly due to
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standardization issues. Standardization is now becoming an old concept. Hotel chains are
learning of the need to change and have become more lenient, by stepping away from the
old prototype standard hotel room. Updates consist of more modern looks with special
attention focused on the bedroom and bathroom. Several of the major hotel chains have
constructed or have began planning entirely new brands to cater to both generations.
Others have opted to develop new concepts within established properties.
The marketing focus for the "Next Economy", starting in 2006 will be "Where are
our customers and how do we connect with
them?"
(Ettenberg, pp. 4) Hotels, architects,
and designers will need a new way of thinking with regards to customers.
Ettenberg'
s
marketing would begin by defining customers not by demographics such as age, income
and education, but by the values, concerns, and wishes that define what customers want
rather than what they need. Relationships are a core competency in the marketing
equation. Organizations need to provide unique, memorable and enjoyable buying
experiences (Ettenberg, pp. 147). Customers need the experience of buying from you to
be better than the experience of buying from the competition. Guests do not want the
same monotonous image of a hotel room. They want variety and to spice things up.
Establishing a new thought process or by thinking outside the box, will help make every
stay a new experience.
New Brands
Instead of upgrading old ideas or adding new concepts to impress the younger
generations, certain chains have decided to develop new brands. These new brands target
the younger traveler's needs and wants in order to enhance the overall experience.
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Intercontinental Hotels Group- IHG
Newest Brand: Hotel Indigo
The Intercontinental Hotels Group Senior Vice President for brand development
for the Americas, Jim Anhut, recently described Hotel Indigo as "catering to travelers
seeking unique experiences... not static
environments"
(IHG Launches Hotel Indigo,
2004 pp. 12). Hotel Indigo is based on the beauty of nature and realized through the
Golden Mean ("Hotel Indigo to open in
Sarasota,"
2005, pp. 2). Indigo was designed to
address business and leisure conscious guests seeking an experience. A welcoming
environment providing comfort, relaxation and renewal ismandatory to its success.
Moveable items within the room are changed. Many of the hotel's features are not
normally found in standard hotels. Table 2.0 shows design elements that are not seen in a
traditional property.
Table 2.0 Hotel Indigo Design Elements
Lobby Bedroom
Non traditional front desk Oversized bed
Selfcheck in option Overstuffed pillows
Changing art work Changing signature murals
Changing directional signage Changing area rugs
Changing paint schemes Hard wood floors
Bistro's with seasonal health conscious fare Changing slip covers
Oversized lobby chairs Changing paint schemes
Starbucks coffee Spa- style shower
Huge three foot blueberries
Wide open foyer
Sources: IAHIMagazine, IHG Press Release, LodgingMagazine Dec 2004
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i ne nrsi tioiei indigo opened in Atlanta, Georgia in November 2004. Two more
Hotel Indigos are under construction in Chicago, Illinois and Sarasota, Florida. With high
growth potential, Hotel Indigo may become the fastest growing chain surpassing its sister
company, the Holiday Inn Express.
Choice Hotels International
Newest Brand: Cambria Suites
Cambria is the traditional name for the country ofWales (Haywood, 2005b, pp.
6). The Choice family believes Cambria Suites touches all the Generation X bases. This
brand is expected to primarily attract business travelers with some appeal to the leisure
market. Growth of the brand will rely on several features located in Table 3.0.
Table 3.0 Cambria Suites Features
Low development costs
An all-suites concept with 25 percent more space containing
separate living/work and bedroom areas
Plasma television, refrigerator, microwave, and high-speed
wireless access in each room
Indoor pool and enhanced fitness center
Open lobby space with club lounge seating and a large-screen
"media
wall"
A lounge serving beer, wine, liquor, and non-alcoholic beverages
Hot and cold breakfast buffet and a 24/7 convenience store
1,000 square feet ofmeeting space
Source: Haywood, P. (2005 March).More Choices for Choice. LodgingMagazine, 6
The outside decor will feature rich, detailed use of brick, stone and stainless steel
accents with a dramatic, glass-walled signature tower containing the two-story lobby
(Haywood, pp. 7). Cambria Suites is expected to integrate contemporary styling and
functional attributes. Launched in January 2005, Cambria Suites anticipates its first
location in Savannah, Georgia on the market by third quarter 2006.
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New Concepts
While many hotel chains are creating new brands, others have taken one or two
new concepts to change a small piece for big impact. New concepts are rejuvenating
already successful companies. There continuous improvements will keep companies
afloat.
The Lowell, NY
The Lowell, NY with a clientele of CEOs, celebrities and entertainers mainly
from the West Coast and United Kingdom have presented both generations with a choice.
Guests have the luxury of suites with and without fireplaces.
Over 30 of the 47 suites available have working, wood burning fireplaces (Urell,
2005, pp. 68). Since January 2005, guests have had the option of having a fireplace, in
addition to music and scent selections. For $25.00, the guest has a choice of scents
ranging from eucalyptus to lavender. As well as music from artists like Bach, Nora Jones,
Cat Stevens and Stevie Nicks (Urell, pp. 68). To top the evening off, an array of
beverages may be ordered from room service. This luxurious hotel may be setting an
example with a fireplace but it comes at a price of $825.00 per night.
Marriott International
Marriott has followed suit of new ideas and concepts. In their 2005 Global Full-
Service General Managers Conference, JW (Bill) Marriott gave General Manager's the
option to break away from standardization and apply local elements to their properties.
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The JW Marriott Hong Kong invented the "Canton Tea
Company"
concept,
which includes a lobby tea bar featuring 62 different teas (Matejka, 2005b, pp. 19). The
lobby bar can be used as a destination for people to gather around to converse. Other
concepts introduced included a French Bistro with
"signature"
style food items elements
that could be changed as trends emerge (Matejka, pp. 19).
Hotel Upgrades
Conceptualizing new brands can be costly and without careful planning could fail.
Hotel chains, not wanting to take such a big risk have decided to upgrade their existing
brands. Modernizing these brands will hopefully bring life back into the standard room.
Marriott International
As discussed earlier, JW Marriott encouraged General Manager's to break away
from standards. Every brand within Marriott will be receiving a face lift within the next
few years. Some of the elements are mandatory at all levels. One example is the new
bedding program. But keepingMarriott with distinction, certain brands are getting more.
To keep up with the demands of the Generation X travelers, Marriott Hotels &
Resorts will feature warm sophisticated cherry wood complemented with yellow and red
accents (Matejka, 2005b, pp. 18). The modern look will continue throughout the room
with the addition ofmore stone, glass, and chrome finishes. Marriott Hotel & Resorts are
also going to feature another Generation X favorite, the flat panel LCD television. A new
custom element that will be found in the room will be a pivoting desk to allow for access
andmobility (Matejka, pp. 18).
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The Residence Inn has combined two ideas, upgrading the existing brand and
creating a new one. The new prototype "Gen
VII"
was revealed to Hotel Business
Magazine in March 2005 (Nessler, 2005, pp. 1). Aiming to appeal to both generations,
the Gen VII suites clearly define areas within the room. Bold colors, new furniture,
different window treatments and entertainment centers, entice the customer to stay. The
bathrooms also delight with granite counters, soft lighting, and wooden cabinets (Nessler,
pp. 38).
StarwoodHotels & Resorts
Four Points by Sheraton has recently launched a new bed campaign. The Comfort
Bed program is the first to roll out in the moderately priced hotel market. Since the
popularity ofWestin's Heavenly Sleeper Bed in 1999 and
Sheraton'
Sweet Sleeper Bed,
Four Points has decided its time to change (Battle of the Beds Heats up..., 2005 pp. 1).
Complementing the new beds are stylish duvets, feather down pillows, and plush
blankets. With the addition of the new bedding and mattresses, Sheraton hopes to
increase guest satisfaction and market share.
Hilton Hotels
The Homewood Suites philosophy is comfort. New bed and bath programs are
being implemented to highlight that philosophy. Kitchens will feature granite counters
and wood laminate floors (Matejka, 2005a, pp. 69). New properties currently in
construction also have developers using some flexibility in local design elements. The
newest Homewood Suites opened in Philadelphia with a lodge-like public area (Matejka,
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pp. 69). Located near the national park and zoo, the lodge feeling brings the outdoors in
for travelers.
Hilton Garden Inn took an approach similar to the Residence Inn. Hilton will
upgrade and create a new standard. Their new prototype will feature adjustable beds,
high-definition televisions and MP3 compatible clock radios (Haywood, 2005a, pp. 35).
Slight modifications will not cause a complete makeover but change just enough to give
the Generation X traveler a new experience. Hilton feels ramifications of small upgrades
without having to invest a large amount of capital will have a positive impact on a guest
experience.
Intercontinental Hotels Group- IHG
Holiday Inn Express has upgraded the second most important aspect in any hotel
room, the shower. Implemented in January 2005, the new curtain rod is curved to allow
for 20 percent more room in the shower. New showerheads were also added along with
oversized cotton towels. The end of April also brought changes to the complimentary
toiletry products. All of the packaging and naming for shampoo, conditioner, mouthwash
and lotion have been revitalized to give the bathroom a more Zen feeling. For example,
mouthwash is called freshen, while shampoo is named wash.
Younger generations are more aware of design and that is reflected in their
lifestyle. Hotels are reacting to this emerging trend and contemplating new solutions.





Design elements are moving toward a more Generation X style. Hotels are
creating new brands and upgrading old ones for the Generation X traveler to adopt. These
changes are becoming more prevalent to a guest's experiences. Hotel chains are using
surveys for guest satisfaction as a resource into guest perceptions. These surveys contain
specific brand questions to allow chains to make decisions based on guest satisfaction or
dissatisfaction
Data Collection
Intercontinental Hotels Group (IHG) uses the Guest Satisfaction Tracking System
(GSTS) as a means to solicit direct feedback about a guest's experience. Approximately
48,000 randomly selected guests receive a survey each week. Each hotel has between 80
and 120 guests that receive a survey monthly. This one page survey can be mailed in or
completed online. Located in Appendix A, this survey inquires about the overall hotel,
the intent to return to the specific hotel, and environmental features. These positive and
negative experiences are compiled to create a weekly Guest Response Report. Guest
Response Reports are then transmitted online back to hotels for viewing. Individual
hotels are responsible for keeping all completed surveys on file for a minimum one year.
Respondents should receive phone calls from a hotel representative inquiring about
scores and comments submitted.
GSTS is used as a management tool to monitor feedback and hotel loyalty.
Products and services rendered are pinpointed within the survey. The more you know
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about what your guests say, feel, want, the better you can anticipate needed changes.
GSTS monitors the value of guest's opinions. Comprehensive evaluations will benefit the
hotel at every level. A good experience means a good survey. A bad experience could be
costly.
The data used in this analysis is comprised of 96 surveys collected between
August 2003 and May 2005 from the Holiday Inn Express on Monroe Avenue in
Brighton, New York. Guest Response Reports, printed weekly and entered into a binder
by date order for future reference. Every third survey located in the binder was pulled,
photocopied and used in this analysis. Data was compiled into an Excel spreadsheet
specifically analyzing 13 different variables The Excel spreadsheet was then inputted into
SPSS for a Pearson correlation and regression analysis.
Data Analysis
An initial analysis includes a Pearson correlation using the four interest variables:
overall rating, intent to recommend, intent to return, and influence on the brand. The
interest variables are compared to other environmental variables: outside appearance,
lobby appearance, bed/pillow comfort, television, furniture appearance,
carpet/drapes/bedspread, in room lightning, and quietness. Pearson's correlation
calculates the statistical significance between variables. This correlation will be used
because it provides an analysis that stands on its own, underlies other analyses and can be
a good way to support conclusions.
The second step will be to run four separate regression models. Using each of the
four interest variables as dependent variables, these will be analyzed against the
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independent, environmental variables. Only the statistically significant independent
variables in the Pearson Correlation will be analyzed further in the regression models.
Data collected in this analysis is subject to bias. Guests who do not receive a
survey are not able to express negative or positive experiences in this analysis. Those
who do receive one may not be able to fully express their experiences. The experience
they want to express may not be featured on the survey. Additionally, guests who have
little interest filling one outmay just check the same answer throughout conveying a false
experience or completely disregarding the survey by throwing it out. Other guests have
been known not to rate anything the top rating simply because they do not believe in it.
Surveys are also sent to the address in the reservation. If the address is for someone else,
they may in turn fill it out for you but they did not stay there. Lastly, guests have the
option of adding in comments at the bottom of the survey, unfortunately, this analysis




The Guest Satisfaction Tracking System (GSTS) from Intercontinental Hotels
Group will be used in the following analysis. Guest Response Reports from the Holiday
Inn Express on Monroe Avenue in Brighton New York were collected and entered into
SPSS. A Pearson Correlation was run as an initial analysis. Following the correlation four
regression models were run to further analyze the data presented.
The data consists of 96 surveys collected between August 2003 and May 2005.
Every third report collected for the hotel was used as a random sampling in the analysis.
The four interest variables and eight environmental variables were analyzed to explore
the relationship between the physical features of the hotel and guest satisfaction ratings.
Pearson Correlation Analysis
GSTS looks at several aspects ofa hotel including overall hotel, physical features,
and service. Since the purpose of the analysis is to explore the relationships between
physical features and guest satisfaction, irrelevant questions were omitted in this analysis.
Questions analyzed included:
Overall satisfaction with this hotel
Intent to Recommend this hotel
Intent to Return to this hotel










Located on the following pages, the Pearson Correlation was the initial analysis of
all variables presented. Values within the correlation matrix that are closer to an absolute
value of 1 indicate a strong relationship among variables correlated. Values that are
closer to 0 represent little or no relationship. Statistical significance was calculated by the




Intent to Intent to Influence
Overall rating recommend Return on Brand
Overall rating Pearson Correlation 1
416" 542*
Sig (2-lailed) OOO .000 ,017
FM 96 96 94 96
Intent to recommend Pearson Correlation 1
Sig. (2-lailed) OOO _ .000 .000
N 96 96 94 96
Intent to Return Pearson Correlation
,608*1 1
497*
Sig. (2-tailedj 000 .000 OOO
N 94 94 94 94
Influence on Brand Pearson Correlation
242* 496*'
1
Sig (2-tailed) .017 .000 .000
N 96 96 94 96
Outside appearance Pearson Correlation 336" 363"
532*
Sig (2-lailed J .001 .000 .003 .000
N 96 96 94 96
Lobby appearance Pearson Correlation .31
9" 340"
Sig (2-tailed) 002 001 .001 .000
N 96 96 94 96
Bed/pillow comtort Pearson Correlation
3S9"
.338*1
Sig (2-tailed) OOO 001 .000 .000
N 96 96 94 96
TV Pearson Correlation
Sig. (2-tailed) .000 .000 .000 .000
N 94 94 92 94
Furniture appearance Pearson Correlalton
Sig- (2-tatlEdj 000 .000 .000 .000
N 96 96 94 96
carpet drapes and Pearson Correlation
bedspread Sig. (2-tatledj .000 .027 .009 .000
N 96 96 94 96
In room lighting Pearson Correlation .196
Sig (2-tailed) .002 .055 .045 .000
M 96 96 94 96
Quietness Pearson Correlation
480"
Sig. (2-tailed) .000 .024 .000 .000
M 96 96 94 96
Building appearance Pearson Correlation .116 .000 .010 -.158
Sig. (2-tailed) .259 1.000 .921 ,125





































































































































































































































































































































































































































Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 005 level (2-tailed).
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The Pearson correlation shows the four interest variables are highly correlated
amongst each other. The relationship between the intent to return and intent to
recommend (.608) validates the idea that satisfied guests are likely to refer other guests.
The intent to return also influences
guests'
brand loyalty with a .497 correlation.
Television had the highest environmental correlation with the four interest variables.
Regression Analysis
Regression analyses of the interest variables as dependent variables and other
environmental variables as independent variables were conducted to further study the
relationships. Only the variables that were defined as statistically significant at both the
95% and 98% confidence levels in the Pearson correlation were used in the regression
models. According to the results of this study, building appearance is the only
environmental variable that was not statistically significant.
OverallRating
The first model explores the relationship between overall rating and the eight
independent variables. A second analysis was conducted to deal only with the significant
variables at a 98% confidence level. This second model has been created since to deal
with simpler models to explore a better statistical value. By isolating the variables that
were statistically significant in the first model, a second model would test if an even


























a- All requested variables entered.
b- Dependent Variable: Overall rating
Model Summary





1 .455 .404 .31764
a- Predictors: (Constant), Quietness, Outside
appearance, In room lighting, Bed/pillow comfort,




Model Squares df Mean Square F Sig.
1 Regression 7.169 8 .896 8.881
Residual 8.576 85 .101
Total 15.745 93
a- Predictors: (Constant), Quietness, Outside appearance, In room lighting,
Bed/pillow comfort, carpet drapes and bedspread. Lobby appearance, TV, Fumiture
appearance






t Sig.B Std. Error Beta
1 (Constant) .572 .110 5.188 .000
Outside appearance 4.224E-03 .080 .007 .053 .958
Lobby appearance -9.20E-02 .095 -.143 -.964 .338
Bed/pillow comfort -2.30E-02 .046 -.056 -.502 .617
TV
.181 .090 .345 2.013 .047
Fumiture appearance
.181 .108 .320 1.679 .097
carpet drapes and
bedspread
9.201E-03 .073 .018 .125 .901
In room lighting -4.48E-02 .061 -.092 -.740 .461
Quietness 9.901 E-02 .031 .303 3.184 .002
a- Dependent Variable: Overall rating
In trying to reach a conclusion that extends beyond immediate data alone, and to
infer from the data what the population might think, inferential statistics have been
applied.
"T"
statistics are inferential statistics, which assess whether the means of two
groups are statistically different from each other. Looking at the
"t"
statistic will assist in
determining the significant value. The constant has a
"t"
statistic of 5.188 and an alpha of
.000. This indicates the constant is statistically significant at the 95 percent level.
Television and quietness of room have the highest
"t"
statistics with 2.013 and 3.184
respectively among the independent variables. Television is significant at the 85-90
percent level not 95 percent. Quietness of room is significant at a 95 percent confidence.











a- All requested variables entered.
b- Dependent Variable: Overall rating
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Model Summary







a- Predictors: (Constant), Quietness, TV
ANOVAb
Sum of
Model Squares df Mean Square F Sig.
1 Regression 6.635 2 3.317 33.136
Residual 9.110 91 .100
Total 15.745 93
a- Predictors: (Constant), Quietness, TV

























a- Dependent Variable: Overall rating
In the second analysis, only television and quietness of room were analyzed due
to the statistical significance. This model is analyzed the same way as the previous one
showing a constant with a
"t"
statistic of 6.330 and an alpha of .000. The simplified
model demonstrates a greater influence on overall rating with television and quietness of
room having
"t"
statistics of 4.819 and 3.368. Overall rating's simpler model provides
evidence showing the best predictors on guest's overall rating are television and quietness
of room.
When you have a poor selection of television programming or poor reception, this
can impact a guest's experience in a negative way thereby influencing their overall rating
on the hotel. Other factors that might have contributed include cable service being out of
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order, not having pay-per-view movies or aVCR and DVD player in the rooms for guests
to use. At one time these amenities were only found in luxury hotels but they are
becoming more common in limited service hotels. Certain select service brands such as
Hampton Inn and Courtyard require pay-per-view movies. Although this hotel does not
have movies, VCRs or DVD players, other hotels within the chain do offer these
amenities. Movies alone are not the answer to the television solution. Cable providers
offer different stations throughout the country. Certain channels available in one hotel
may not be the same channels offered in another. Depending upon the cable package the
hotel negotiates, guests may enjoy more channels than basic cable with 13 stations.
Having 41 different channels may sound appealing, but these channels may be 41
channels ofnews while the guest is looking for sports.
The television equipmentmay be the cause of certain experiences. If the picture is
fuzzy, or hard to view, a guest's satisfaction may decrease. The normal 27 inch color
television is becoming obsolete. Newer flat screens and plasma televisions are being
installed throughout hotel chains. Hotel chains are beginning to recognize the impact
television has on guest satisfaction by implementing changes on a brand level.
Quietness of room is a factor the hotel has known about since its opening in
August 2003. The 68 room hotel consists of two buildings. Building one is the main
building made of a wooden structure which is over 25 years old. Building two is adjacent
to the first building however made of concrete. When the renovations to become a
Holiday Inn Express were finalized the structure was not torn down. Instead, it was only
gutted, leaving the frame. After building on top of this frame, it was realized that not
knocking it down was a mistake. The walls within the hotel are thin. Guests are able to
32
hear everything from Monroe Avenue, the restaurant next door, the front lobby, and even
the laundry room. While the washing machine is on the spin cycle, the beds above the
laundry room vibrate. Guests have complained about hearing patrons of the restaurant
yelling, the music in the front lobby being loud and running on the tread mill. The hotel
staff has responded by intentionally using certain rooms as a last resort, due to the noise
generated from the fitness center. The problem has tried to be minimized but nothing
significant has resulted from ideas and experiments generated. Many hotels do have
similar problems, but to generalize this as a chain problem is not the best approach.
Statistics taken from one hotel may not be applicable to another hotel. Generalizing this
would make an assumption that will most likely be incorrect. Newer hotels are being
built with concrete and better insulation. Hotels that are not on main roads may also
experience less noise from the traffic. Guests also play a big role in the quietness of a
room. If large groups staying in the hotel contribute to more noise, it may increase the
number of complaints from guests. Typical behavior of groups can include loitering in
the hallways, running or just talking loudly that can cause complaints. Different guests
also perceive quietness differently. One guest may feel whispering is loud while another
believes yelling down the hall is disturbing.
Television and quietness of room are statistically significant in the overall rating
given to this hotel by the guests.
Guests'
surveyed want to enjoy their experience at the
Holiday Inn Express, however, they might not due to certain circumstances. According to
the data of the survey, guest experiences with environmental factors, whether good or bad
impacted the overall hotel satisfaction the most.
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Intent to Recommend
The same procedure was used to analyze intent to recommend that was used for
overall rating. Exploring the relationship between the environmental variables and the
intent to recommend will now be compared. After the initial analysis, any significant

























a. All requested variables entered.
b Dependent Variable: Intent to recommend
Model Summary





1 .308 .252 .44934
a. Predictors: (Constant), Quietness, Outside
appearance, Bed/pillow comfort, carpet drapes and





Model Squares df Mean Square F Sig.
1 Regression 7.742 7 1.106 5.478
Residual 17.364 86 .202
Total 25.106 93
a- Predictors: (Constant), Quietness, Outside appearance, Bed/pillow comfort, carpet
drapes and bedspread, Lobby appearance, TV, Furniture appearance





t Sig.B Std. Error Beta
1 (Constant) .740 .154 4.792 .000
Outside appearance 9.124E-02 .112 .127 .811 .419
Lobby appearance -7.13E-04 .128 -.001 -.006 .996
Bed/pillow comfort 2.862E-02 .065 .055 .442 .660
TV
.351 .127 .527 2.759 .007
Furniture appearance
.108 .140 .152 .775 .441
carpet, drapes and
bedspread
-.289 .104 -.450 -2.785 .007
Quietness 3.959E-02 .044 .096 .901 .370
a- Dependent Variable: Intent to recommend
Using the same measures as in the previous models, we note the constant has a
"t"
statistic of 4.792 and an alpha of .000. This indicates the constant is statistically
significant at the 95 percent level. Television and carpet, drapes, and bedspread are the
only significant variables at 2.759 and -2.785 respectively. To determine whether these














a All requested variables entered.

















Model Squares df Mean Square F Sig.
1 Regression 7.238 2 3.619 18.432
Residual 17.868 91 .196
Total 25.106 93
a- Predictors: (Constant), carpet drapes and bedspread, TV


























a. Dependent Variable: Intent to recommend
Television and carpet, drapes and bedspread were further analyzed due to the
statistical significance in the previous regression model for intent to recommend. With a
constant having a
"t"
statistic of 7.2 and an alpha of .000, this simpler model shows an
evener great effect. The best predictor at the 95 percent significance would once again be
television. Reasons that were mentioned earlier in overall rating still apply as reasons for
an influence in the intent to recommend.
Although carpet, drapes and bedspread removed did not show an increased effect
in the additional analysis, they are still important. The patterns and colors of these
variables are outdated. The color schemes in the rooms are geared for the older
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generation not Generation X. Drapes within the rooms have been stained while the
ceiling has been painted or re-plastered. These unappealing variables are standardized.
Holiday Inn Express, like many other chains, require certain looks and colors. They give
you a choice between a limited selection of colors and patterns. Other than that, the chain
has the same outdated pieces. The rooms look old and dark, not bright, friendly and
inviting. Since these variables are brand standard, other hotels likely have similar guest
comments. Without data from other Holiday Inn Express hotels throughout the country
though, a clear conclusion on influence cannot be assessed.
Intent to Return
As with the previous two models, the same process was used to analyze the third
variable. In this analysis, the intent to return will be the dependent variable with the






























a- All requested variables entered.
b- Dependent Variable: Intent to Return
Model Summary







Predictors: (Constant), Building appearance, Fumiture
appearance, Quietness, Outside appearance,
Bed/pillow comfort, In room lighting, carpet drapes and
bedspread, Lobby appearance, TV
ANOV/tf>
Sum of
Model Squares df Mean Square F Sig.
1 Regression 11.756 9 1.306 6.059
Residual 17.679 82 .216
Total 29.435 91
a. Predictors: (Constant), Building appearance, Furniture appearance, Quietness,
Outside appearance, Bed/pillow comfort, In room lighting, carpet drapes and
bedspread, Lobby appearance, TV






t Sig.B Std. Error Beta
1 (Constant) .483 .267 1.806 .075
Outside appearance -2.10E-02 .118 -.026 -.178 .859
Lobby appearance .136 .143 .147 .947 .346
Bed/pillow comfort
.106 .067 .187 1.578 .118
TV
.454 .132 .613 3.443 .001
Fumiture appearance -.142 .162 -.178 -.876 .384
carpet drapes and
bedspread
-.140 .108 -.197 -1.295 .199
In room lighting -7.44E-02 .090 -.109 -.825 .412
Quietness 8.854E-02 .046 .198 1.908 .060
Building appearance .131 .165 .072 .790 .432
a- Dependent Variable: Intent to Return
The constant in this model has a
"t"
statistic of 1.806 and an alpha of .075.
Unlike the previous two models, this variable is not at the 95 percent confidence level but
at the 90 percent. The constant is still significant, however, not as strong as the overall
rating and the intent to recommend. Television (3.443) and quietness (1.908) were the
two significant variables for intent to return.
As previously discussed in overall rating, television and quietness were given
their particular ratings for many reasons including poor selection of television
programming, poor reception and thin walls. This study cannot be generalized without
more evidence from other hotels. Guests in one area may have a perception completely
different from guests in another.
Influence on Brand
The same procedure as the rest was used to analyze influence on brand as with the
previous factors. Data will be analyzed in the same manner as the previous three
dependent variables. After the initial analysis, a second simpler model will be used to

























a- All requested variables entered.
b- Dependent Variable: Influence on Brand
Model Summary







a. Predictors: (Constant), Quietness, Outside
appearance, Bed/pillow comfort, carpet drapes and




Model Squares df Mean Square F Sig.
1 Regression 22.865 7 3.266 9.110
Residual 30.837 86 .359
Total 53.702 93
a- Predictors: (Constant), Quietness, Outside appearance. Bed/pillow comfort, carpet
drapes and bedspread, Lobby appearance, TV, Fumiture appearance






t Sig.B Std. Error Beta
1 (Constant) .238 .206 1.155 .251
Outside appearance
.204 .150 .195 1.361 .177
Lobby appearance .392 .171 .331 2.300 .024
Bed/pillow comfort 7.301E-02 .086 .096 .846 .400
TV 7.869E-02 .169 .081 .465 .643
Furniture appearance -.253 .187 -.242 -1.354 .179
carpet drapes and
bedspread
.176 .138 .187 1.273 .206
Quietness 8.804E-02 .059 .146 1.504 .136
a- Dependent Variable: Influence on Brand
Influence on brand's constant has a
"t"
statistic of 1.155 and an alpha of .251,
indicating a statistical significance of less than 90 percent. Among the four dependent
variables, influence on brand is least effected by a guest's experience. This translates to a
guest's perception that a bad experience at one hotel does not necessarily mean a bad
experience at another one within the chain. The significant variable of the influence on
brand analysis is lobby appearance with a
"t"
statistic of2.300. Lobby appearance will be












a- All requested variables entered.
b- Dependent Variable: Influence on Brand
Model Summary





1 .335 .328 .61779




Model Squares df Mean Square F Sig.
1 Regression 18.082 1 18.082 47.378
000a
Residual 35.876 94 .382
Total 53.958 95
a Predictors: (Constant), Lobby appearance


















a- Dependent Variable: Influence on Brand
Being isolated in a simpler model shows an even greater effect on the dependent
variable. The constant has a
"t"
statistic of 3.237 where lobby appearance has a 6.883.
Lobby appearance when separated from the other variables has a 95 percent significance
level.
Guests of this particular hotel were likely influenced by several things. When you
first walk into the hotel lobby, guests are drawn to the breakfast bar. The artworks on the
wall are from an employee who majors in graphic design. Some of the drawings
displayed have guests comment about their inappropriateness. Other pictures located on
the walls are fruit. It is a very bland, dull lobby. The decor is Holiday Inn Express
standard. Intercontinental Hotels Group requires their properties to choose pre-approved
standardized colors and fabrics. The lobby also shares its space with the breakfast area,
and business center. These three spaces are forced into a narrow tight space with
oversized furniture. Chairs and tables in the breakfast area are scuffed and broken.
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During breakfast, when the lobby is busy, it becomes very dirty and often guests will not
eat in the lobby since space is minimal.
Holiday Inn Expresses are not all the same. Guests mention prior hotel stays
where the breakfast area or business centers are separate. Guests have also mentioned to
the front desk how other hotels are updated with newer furniture, different colors and
patterns. Employees have the opportunity to stay in other Holiday Inn properties allowing
them to see big differences between the one on Monroe Avenue and the one they are
visiting. Guest experiences between one hotel property to the next are different. The
identical colors and fabrics enjoyed in one hotel may create a different atmosphere in
another. Assuming this is a chain issue again would not be valid. Hotels sometimes invest




By using different layout and design elements, Architects mold guest experiences.
Even before a patron steps into a hotel, their experience begins. From the size of the
building to the color of the carpet, the smallest details influence opinion and whether or
not a guest returns to the establishment.
The purpose of this paper was to explore hotel architecture and its impact on the
patron's experience. Hotels realized the static image they present do not appeal to a
younger generation. These designs enhance guest experiences.
Conclusion/ Summary ofResearch
In the initial analysis with the Pearson Correlation, the four interest variables of
overall rating, intent to return, intent to recommend and influence on the brand showed a
statistically significant correlation. The correlation among the intent to return and intent
to recommend supports the word ofmouth theory. In this study, television was ranked
the highest correlated environmental variable. Having good programming and television
quality has a positive effect on a guest's experience at the Hobday Inn Express Brighton.
A comparative analysis was made between the environmental and interest
variables. Overall rating and the intent to return's statistically significant coefficients
were television and quietness of room. The intent to recommend was represented by
television and carpet, drapes and bedspreads. Lobby appearance was the only statistically
significant coefficient for influence on brand.
According to the results of this study, Intercontinental Hotels Group seems to
include variables in their guest satisfaction survey that do not have a significant effect on
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a guest's experience. Perhaps, the hotel group should look into redesigning the survey to
reflect the environment variables that are significant. Television, quietness of room and
lobby appearance should have more weight when determining actions that should be
taken.
Recommendations
When the Holiday Inn Express on Monroe Avenue receives their scores and
follows up with guests, questions should be asked to draw out the reasoning behind why
they rated certain variables. For example, why was television rated as a three and not a
four or five? Environmental variables with statistical significance should be examined for
ways to increase their scores in turn increasing the four interest variables.
New television programming should be researched. The current channel line up of
72 stations could be enhanced with minimal financial impact. To increase value of the
hotel rooms, DVD/VCR players could be added or the hotel could replace the existing 27
inch color televisions with flat screens or plasma televisions. A quick enhancement to the
television variable would be the addition of pay-per-view movies for guests to order at
their leisure. This solution may not be a huge financial burden and will give the guest the
opportunity to choosemovies or music of their preference.
Quietness of room has been addressed before at the hotel with little to no effect.
New insulation could be added to the walls to decrease the noise transference. Although
costly, this could be the most effective improvement. Thicker padding could also be
added to the second floor rooms and hallways to muffle to noise heard from first floor
rooms. Even pulling up the carpet and nailing down the loose boards could help the
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problems. When hotel renovations are being considered this problem should be
addressed.
Brand standards complicate the remodeling of carpets, drapes and bedspreads.
New colors and fabrics within the standards could be selected. The existing rooms look
dark because of the dark green colors in the carpet, beds and drapes. Updating at least one
of these elements, such as the bedspread, would help brighten the room.
Hotel lobbies are one of the first things guests use to judge a property. Usually the
first impression sets the tone for the upcoming stay. Upon walking into the lobby at the
Holiday Inn Express immediately you see the breakfast bar. A new furniture plan could
help conceal the breakfast bar. The focal point in the hotel should be the picture frame
fireplace guests typically do not take notice of until breakfast the next morning. New
colors, artwork, and layout, can dramatically influence the guest's first impression of the
hotel.
After focusing on these variables check guest satisfaction scores for
improvements, and run independent analyses and make adjustments if practical. The
service industry is growing. Continuous improvements need to be made in order to be
successful in this competitive environment. Although these suggestions could be costly,
the benefits in the long run will out weigh the initial financial burden. Even if they are not
implemented in the Holiday Inn Express, these suggestions could be reviewed when
making decisions on properties that have been acquired or will be built.
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